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Abstract 
The aim of this paper is to propose a business activities development of chosen company. 
The thesis includes detailed analyses of external and internal environment of the company 
that are subsequently summarized and evaluated in the SWOT analysis. Based on the 
outcomes of the analyses authors proposals for development of business activities are 
made according to Lean Startup methodology. Realization of described proposals will 
lead to an increase in sales and company’s competitiveness on the market. 
 
 
Abstrakt 
Cílem této diplomové práce je návrh rozvoje obchodních aktivit vybrané společnosti. 
Práce obsahuje podrobné analýzy vnějšího a vnitřního prostředí společnosti, které jsou 
následně shrnuty a vyhodnoceny ve SWOT analýze. Na základě výstupů z provedené 
analýze jsou vypracovány návrhy pro rozvoj obchodních aktivit za použití Lean Startup 
metodiky. Uskutečnění popsaných návrhů povede ke zvýšení tržeb a 
konkurenceschopnosti společnosti na trhu. 
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Introduction 
1 Defining the Problem, Targets and Methodology 
 
1.1.1 Problem definition 
 
An innovation is a key driver in information technology and the business linked to it. 
Unprecedented pace of innovative activity can be seen these days and the speed is only 
growing. ”There were 5 Exabyte of information created between the dawn of civilization 
through 2003, but that much information is now created every 2 days.” This is a quote 
from Eric Schmid – Google’s former CEO. The remarkable fact is that this was quoted at 
the conference in 2010. Ever after the growth rate of data is only increasing. The IT sector 
is obviously not dealing with data processing only. However, this should serve as an 
evidence and illustration how fast the development is in this sector.  
The example given above points out a great challenge for companies to foster innovation. 
It has never been so vital for organizations to innovate in order to maintain their position 
on the market and perhaps to expand. Another key driver in this field is the internet. The 
internet with ability to connect every single entity on planet to one single network with 
equal rights overcomes barriers of old-fashioned businesses and sooner or later oblige 
organization to transform. 
The great example of reinvented company for the modern era fostered by internet is 
Amazon.com, Inc. The company started as a rather small online bookstore. Soon after 
this organization were able to exploit new opportunities given by technology and became 
a great expansion to new fields of business. At first, Amazon broaden its activities to 
selling CDs, DVDs consequently Blu-rays. Later the company following the example of 
Apple Inc. moved their entertainment business to streaming. These days the Amazon is 
one of the biggest world’s retailers covering extensive product range from food to apparel 
and jewellery. It needs to be mentioned that Amazon is not only responding for new 
demands. They are able to create new markets by covering whole spectrum of customer 
experience from purchase to consummation. For this reason is the company produces 
customer electronics – particularly Kindle e-book readers, tablets, TV’s and phones that 
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are deeply incorporated in whole Amazon ecosystem. Last but not least, the Amazon 
largest provider of cloud computing services (Synergy Research Group, 2014). 
The phenomenon of start-up is taking part in global business playground and big 
established companies are forced to react. One way of dealing with current situation might 
be an acquisition of emerging startup companies. The benefit of such venture is gaining 
employees with great potential, patents and certain number of users or just to eliminate 
possible thriving competition in future. However, this could be an approach of great and 
powerful corporations. Small and medium size businesses do not possess sufficient 
supply of capital to proceed such venture in most cases and therefore they need to choose 
different strategy. 
The problem elaborated in this paper is to enable small and medium businesses to deal 
with lack of capital for acquisitions and still be able to cope with the startup trend.  
 
1.1.2 Targets 
 
The main objective of this master thesis is to make a proposal of processes that leads to 
development of business activities of chosen medium size company. The aim is to 
increase volumes of sales, turnover and consequently profit figures. To achieve goals 
mentioned above a methodology of development of new product and its sale strategy is 
presented. Further proposals on customer development are given subsequently. 
Proposals that leads to implementation will be directly applied in Research and 
Development division in the chosen company. 
The secondary objectives are to review appropriate literature regarding to Lean Startup 
methodology and analyse the current state of the company 
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1.1.3 Methodology 
 
The paper is divided into three major parts. Initially, the Theoretical background presents 
concepts and theories that are applied in practical part such as Lean Startup methodology, 
Product Development and utilization of business plan Lean Canvas.  
The second part is dedicated to analysis of current statement of the company.  
Furthermore the internal and external environments are analysed. Firstly an external 
environment is exanimated utilizing SLEPT analysis and Porter Five Force Model to 
analyse competitive environment. Secondly, McKinsey 7S’s analysis to examine an 
internal environment of the chosen company along with analysis of marketing mix 
utilising 4P model. Furthermore an internal financial analysis gives a view on company’s 
financial health regarding to its business strategy. Finaly, previous analyses are 
summarized in SWOT analyses according which the suitable strategy is promoted. 
The third part of the thesis is dedicated to execution of suggested proposals. The author 
has conducted extensive research according lean startup methodology in order to propose 
new product and services to be incorporated into product portfolio of the company. Lastly, 
the findings from research are evaluated and the author is giving recommendation for 
further development.  
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2 Theoretical Background 
Based on academic and expert literature the theoretical part of the paper is a base for 
analytical and proposal part of the thesis. Major topics that the thesis deals with are theory 
of trade, phenomenon of start-up and lean methodology towards startups. Further part 
incorporates strategic analysis of the business entity with aim on business plan and 
marketing mix. 
Based on theoretical knowledge will be subsequently processed in the practical part 
analysis business entity and proposals for the development of its business activities. 
2.1 Theory of Trade 
It is in the view of Zamazalová (2009) the trade as an activity which in its broadest sense 
means the realization purchase and sell of the article of commerce in order to reach profit 
(Zamazalová, 2009). Reference to Pražská (2002) reveals that the trade historically began 
to develop as a result of the social division of labour as a specialized activity, which is 
dealt by operators or the intermediaries of economic transactions. Considering ancient 
forms of labour division were rather simple the more synoptic were the results that 
includes commodity exchange which consequently resulted in monetary transactions.  
(Pražská & Jindra, 2002). 
2.1.1 Trade Functions 
 
The work of Pražská (2002) reveals that development of commercial activities were 
connected with the fact that requirements of business counterparts for trade were 
increasingly challenging. Generally, these requirements can be summarized to the set of 
trade functions. Pražská (2002) building of fields of world’s literature presents such 
functions as follows: 
 Transformation of manufactured product range to commercial portfolio that 
responds to needs and purchasing habits of customers. The trade provides 
adequate product range regarding to the depth and breadth of its supply. 
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 Bridging the gap between production site and the point of sale. The trade provides 
with sell of goods on the place that is acceptable by the customer or its delivery 
to such place. 
 Bridging differences between the moments in time when the product is 
manufactured to the moment when the product is purchased. The trade secure 
alertness of availability of sells or dispatches and for this reasons a certain amount 
of inventories needs to be hold  
 Provision of desired amount and quality of sold goods. In this scenario the right 
supplier selection is needed as well as fast settlement of warranty complaints. 
 Proactive influence on production in terms of product range, time, place, quantity 
and consequently influence on demand as well 
 Provision of rational ways of logistics in order to price reduction it terms of supply 
management. 
 Provision of due payments to suppliers and ensuring sufficient relationships 
among suppliers. 
2.1.2 Relationship between counterparts 
 
Relationship between the company and customer as described by Payne & Frow (2013) 
are usually categorized by types of subject on the customer side of the relationship. 
Therefore the categories can be distinguished into B2B (Business-to-business), B2C 
(business-to-customer) and B2G (business-to-government) consequently (Payne & Frow, 
2013). 
2.1.2.1 B2B 
 
Business-to-business is described as a form of relationship with the company on the 
supplier’s side and another company on the side of customer. According to Kumar & 
Reinartz (2012) such business company may be represented by a sole trader, company of 
an institution (Kumar & Reinartz, 2012). Hutt & Speh (2012) conclude that B2B market 
includes a big number of transactions and possesses superior complexity. The complexity 
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regards to number of people responsible for transaction and number of steps conducted 
in such transactions (Hutt & Speh, 2012).  In the early work of Johnston & Bonoma (1981) 
the authors define the group of people responsible for the transaction on customer side in 
B2B market as a buying centre. Glynn et al. (2012) building on Johnston & Bonoma 
(1981) found that the number of people in the buying centre is variable in regard to 
importance of the transaction as well as stage and character. This process is called 
decision making (Glynn & Woodside, 2012).  
 
2.1.2.2 B2C 
 
Business-to-consumer (B2C) relationships may be described as a relationship with 
businesses on the supplier’s side and consumers on the other side (Hutt & Speh, 2012).  
2.2 Startup 
The notion of startup also known as start-up or “start up” is described by Steve Blank as 
an organization established in order to seek repeatable and scalable business plan (Blank, 
2010). According to Ash Maurya (2012) a concept of startup company is understood as 
any human institution with purpose of a vision to deliver new products and services under 
conditions of extreme uncertainty. Therefore the definition is seen to be open and it is 
possible to apply the concept of Lean Startup to companies of any size or industrial sector 
(Maurya, 2012). Moreover, each startup shall be focused on learning in order to build 
sustainable business via conducting experiment to test and validate given assumptions 
(Ries, 2011). 
 
2.2.1 Lean Startup Method 
 
The Lean Startup methodology has been popularized in 2011 by American author Eric 
Ries in his best-selling book “The Lean Startup: How Constant Innovation Creates 
Radically Successful Businesses”. The theories used in this work are based on concepts 
of customer development given by Steve Blank (2006). The Lean Startup also builds on 
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grounds of agile, iterative and fast techniques (Blank & Dorf, 2012). It is the view of Reis 
that “Lean Startup is the application of lean thinking to the process of innovation” (Ries, 
2011). Furthermore, drawing on Ries (2011) a course of action is suggested. At first, it is 
significant to launch prototypes in an early stage of development in spite of possible low 
quality. It is believed that as far as the final target group is not yet identified, no argument 
about the quality can be made. On this bases probing first notification of a product or 
service under real circumstances shall significantly reduce cost and increase speed of the 
process. Furthermore, the interviews and discussions about nascent product shall be 
conducted with people from public in order to recognize which efforts are welcome by 
potential customers and whether feedback is generally positive (Ries, 2011). However, 
Fitzpatrick (2013) does not fully support Raises argument that positive feedback is an 
evidence of desired development. The evidence is based on fields that it is in human 
nature to communicate with people in positive way. Therefore it is misleading to ask 
direct question about developed product potential customers. The evidence seems to be 
strong that despite of the fact that the agent is not in favour of product the positive 
feedback might be given in order not to offence questioning researcher. Fitzpatrick claims 
that set of questions shall be analysed regard to need that set of product’s features may 
serve – not the product itself (Fitzpatrick, 2013). 
  
 
2.2.2 Lean Company 
According to Steve Blank the aim of the Lean Startup method is to operate a startup 
organization in order to maximize speed of growth and minimise waste. Blank further 
discuss that differences between a lean and traditional company are based on seven key 
areas: 
 Strategy 
 New-Product Process 
 Organization 
 Failure 
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The strategy in lean approach is based on assumptions and business model that has to be 
tested and validated. In contrast, the traditional approach is highly depending on senior 
management that is respected as a source of knowledge and experience. In such case 
critical decisions are made in an area of extreme uncertainty. (Blank, 2010) 
New-Product process is conducted by customer discussions and observations. It is 
substantial that learnings are gained out of office in real customer environment. 
Traditional organizations from the other hand are rather focused on comparisons with 
competitors, internal Customer Relationship Management databases and market studies 
that product managers use to lead the product development. (Blank, 2010) 
Traditional companies are organized in functional structure and in such sense virtual 
teams may be established on resources in different teams. Oppose to that the lean 
organizations possess agile innovative teams that are independent and require less 
intervention from managerial side (Blank, 2010). 
A principal difference between these different attitudes is the relation to failures. 
Traditionally companies aim to avoid failure in general and the failure itself is treated as 
a problem. However, the lean company expect to fail by definition and therefore tries to 
fail early to avoid challenges in phase of market entry or scaling of business later on 
(Blank, 2010). 
2.3 Business Plan 
2.3.1 Planning 
 
Planning is considered to be one of the essential managerial activities in organizations 
that precedes other processes conducted by managers. The objective is to set goals and 
determinate ways to achieve given objectives.  
Veber (2000) states that a plan is a rational approach for achieving desired objectives. An 
important element of the plan shall be also be the statement of structure and scope of 
resources as well as time-wise determination and scheduling of milestones (Veber, 2000). 
As Bělohlávek et al. (2006) express a similar view and add to discussion that the planning 
is the most significant tool for achievement of organizations’ targets. Thus it could be 
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concluded that the future prosperity of a company is highly depending on such measures 
(Běhlohlávek, et al., 2006). 
 
2.3.2 Business Plan and Business Model 
It is in the view of Veber (2000) that planning shall be managed from four points of view: 
 Time 
 Level of decision making process 
 Factual contents 
 Purpose 
From time bounded point of view the plans are considered as long-term plans (5 year and 
more), mid-term plans (1 – 5 years) and short-term plans (less than 1 year).  According 
to level of decision making process Veber claims that plans are distinguished as 
strategical, tactical and operative. To provide an example of purpose orientation Veber 
points out a business plan that is created as an attachment documentation for a loan 
application towards investors or bank institutions. The indications are therefore that the 
business plan usually has a complex character. It will contain a number of substantive 
objectives. The level of detail of the data submitted in the plan depends on the particular 
purpose, business nature, risk, etc. (Veber, 2000).  
The opinion of Veber (2000) is that during creation of the business plan it is vital to be 
aware of principal objectives of the organization. He discuss that if the plans are supposed 
to be tools that has significant influence for development of the organization, they must 
possess predictive character and forecast future development of the company in sufficient 
way therefore accurate information is required. However, Blank (2010) does not support 
Veber’s argument in regard to conducting business plans in startups. Blank notes that 
such information are exactly the matter that startups miss. Furthermore, he states that not 
a single startup business plan will last after first contact with a customer. Blank is also 
giving a rhetorical question why shall the entrepreneur conduct the business plan in stage 
when the startup do not need it. Opposed to Veber’s theory Blank suggest to focus on 
business model that is described process for the organization to create and deliver value 
to the customer (Blank, 2010). 
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Blank further presents his guidance how to work with the business model and points out 
this process as Customer Development which is putted in comparison with Product 
development. . He is giving an evidence that Customer Development is a set of activities 
which interactively examine each part of the business model (Blank, 2010). 
 
2.3.3 Business Model Canvas 
 
Quoted from Osterwalder et al. (2010) the business model is defined as “business model 
describes the rationale of how an organization creates, delivers, and captures value” 
(Osterwalder & Pigneur, 2010). The opinion of the authors is that the business model can 
be described through nine building blocks that represent the logic of the way how a 
company intends to generate a revenue. The four main areas such as offer, customers, 
financial viability and infrastructure are covered in these blocks. Therefore, Canvas could 
be seen as a blueprint for a strategy that is about to be implemented. 
A template that consist nine building blocks of Canvas business model are presented in 
figure 1:  
 
Figure 1: Business Model Canvas (Osterwalder & Pigneur, 2010) 
 
20 
 
Customers (segments) 
 For whom startup creates value? 
 Who are the most important customers? 
Value proposition 
 What is the value delivered to the customer? 
 What problems do we solve for the customer? 
Key Activities 
 What activities are required by our value proposition? 
Key partners 
 Who are our suppliers? 
 What activities our partners conduct for us? 
 What resources we gain from partners? 
Customer relationship 
 What kind of relationship requires each customer segment? 
 What is cost of ensuring the function of this relationship 
Channels 
 How are customers going to be approached? 
 How are each channels interconnected? 
 Which channels possess superior performance? 
Key resources 
 Which resources are needed to deliver the value? 
Revenue 
 For what are customers willing to play? 
 How much money customers would pay for delivered value? 
21 
 
 In which way are the customers going to pay? 
Costs 
 What are the costs associated with this business model? 
 Which activities are the most expensive? (Osterwalder & Pigneur, 2010) 
As Stickdorn & Schneider (2013) point out a business model canvas is a mean to describe, 
analyse and design business models. Canvas can be used in sector of almost any kind and 
it could be filled in collaboratively. Stickdorn makes clear that the significant benefit of 
business model canvas is that it brings clarity to company’s core targets as well as 
strengths and weaknesses are identified in order to determine priorities of the venture 
(Stickdorn & Schneider, 2013). 
 
2.3.4 Lean Canvas 
 
Lean canvas is an addition to business model canvas. According to Maurya (2012) the 
business model canvas is superior in existing company’s business model description and 
therefore it is more popular around business society. In opinion of Maurya the lean canvas 
model is focused on the early stages of the company and its products in order to solve the 
problem and create a competitive advantage for fast development (Maurya, 2012). 
Maurya (2012) discovered that the lean canvas is an ideal format for brainstorming 
possible business models while keeping a priority on where the venture shall be started 
and determine ways of tracking the development and ongoing learning. The great 
advantage of Lean Canvas is the fact that whole business model fits just in one page. It is 
adapted from the business model canvas and in addition it contains nine sections. The 
figure 2 presents a template of the Lean Canvas with illustrative guidance of order which 
steps should be taken subsequently. 
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Figure 2: Lean Canvas (Digital Media Studio, 2013) 
 
This canvas is therefore considerably similar to previous one. However, it differs in 
several parts described as follows: 
Early Adopters 
 Who are the ideal initial customers 
The phenomenon of early adopters is observed by Everett Rogers (2003) in his book 
Diffusions of Innovations where the author gives reasoning for ways, tempo and causes 
that innovations and superior technologies are expending to public with significant pace. 
It is in the view of Rogers that general public is divided into five groups according their 
adaptability: 
o Innovators 
o Early Adopters 
o Early Majority 
o Late Majority 
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o Laggards (Rogers, 2006) 
The discussion is joined by Moore (2006) who evolves the theory in his book Crossing 
the Chasm. The author is building grounds on which the products could be transferred 
from one group to another. Furthermore Moore argues that each group has significantly 
differentiate characteristics (Moore, 2006).  
Figure 3 bellow presents a distribution of each mentioned group in a graph that represents 
an order of technology adopters. The “chasm” is emphesised in the chart as Moore found 
that at this very stage it is decided whether the product will be succesful or fails. Therefore 
transfer between early adopters and early majority possesses significant importance 
(Moore, 2006). 
 
Figure 3: Technology Adoption Life (Stacey, 2010) 
 
Problem and existing alternatives 
 What are the problems of the target group 
 How are these problems currently solved 
 Who is current competition on the market 
Solution 
 What comprises the product 
 How are the customers’ problems solved 
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Key Metrics 
 How it could be measured that the startup is performing in sufficient way 
 What has to be measured 
Unfear advantage 
 What is the specific advantage that makes the product impossible to replicate by 
the competition 
 What should be preceded to avoid leaving customers for competition (Moore, 
2006). 
2.4 Strategic Analysis 
In an article by A.D.F. Prince (2003) the strategy analysis is a set of tool for analysing the 
strengths of business positioning.  That is in a broader view understanding external and 
internal factors that have influence on the position or orientation of the organization. To 
conduct a strategy analysis several tools and frameworks could be used (A.D.F. Price, 
2003). According to Keřkovský et al. (2006) the strategic analysis is a process in which 
both internal and external surroundings is observed and acquired findings are evaluated 
in regard to identify opportunities and threads represented by individual factors in 
company’s environment. The analysis shall be conducted with respect on definition of 
new developing trends that may significantly influent the company (Křekovský & 
Vykypěl, 2006). 
The work of Křekovský et al. indicates that adequate and comprehensive analysis of 
company’s environment shall be conducted in three following steps: 
Status quo analysis 
Analysis of current strategy and critical prerequisites of environment development in the 
moment when the analyses were conducted. It is also essential to evaluate how coherently 
the strategy is implemented. 
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Environment development forecast and current situation identification 
For this step it is significant to determine prerequisites and forecast of further company’s 
environment development. Options of future significant alternations of company’s 
position and its environment have to be defined. 
Evaluation of influence of each identified transformation 
Which is significant for further strategic development of the company and designation of 
new opportunities and threads (Křekovský & Vykypěl, 2006).  
It is in the view of Hanzelková et al. (2009) that strategic analysis for marketing purpose 
shall be conducted by set of partial analyses. Such attitude has aim to ensure that none of 
key area of factors will be neglected in coherent marketing analysis in terms of type of 
information that are used. Coherent strategic analysis is based on following partial 
analyses: 
 Analysis of external environment of the company 
o SLEPT Analysis 
o Porter five forces analysis 
o Competition analysis 
o Customer analysis 
o Further external analyses such as market development analysis 
 Analysis of key stakeholders’ expectations – those could be both external 
(government, customers, media) and internal (management, employees). 
 Analysis of internal environment of the company (internal analysis 7S) 
(Hanzelková et al., 2009) 
The time horizon of the strategy has to be respected during conduction of strategic 
analysis for marketing purposes. Especially in cases of external analyses that are usually 
focused on detection of future development and developing trends. (Hanzelková et al., 
2009) 
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2.4.1 SLEPT Analysis 
 
As an analysis of outer environment of the company the SLEPT is mainly a tool for 
prediction of influential factors in future that may represent either threads or opportunities 
in regard to marketing affairs. SLEPT is an acronym for Social, Legal, Economic, 
Political, and Technological that represent each observed factor (Hanzelková, et al., 2009). 
 
2.4.1.1 Social Factors 
 
The evidence seems to indicate that social factors may significantly influence demand for 
goods and services, however, it is strongly influential to supply side as well for a reason 
that working morale is affected. On this bases the following aspects are observed: 
 
 Socio-political system and general climate in the society 
 Social values and attitudes towards other people. Thus customers, competitors, 
contractors and employees for instance. 
 Lifestyle and its alternations 
 Standards of living and its alternations 
 Qualification structure of population and its influence on marketing 
 Health care conditions and population structure 
 Demographic factors (Křekovský & Vykypěl, 2006) 
 
2.4.1.2 Legal Factors 
 
As Hanzelková (2009) observes the business activities in the Czech Republic are 
significantly tied to legal regulations. Therefore the law has substantial influence on 
marketing strategy creation. Moreover, legal system is also defined by current political 
situation in the country consequently in the European Union. Thus this is a reason for 
conducting predictions in context of political situation and involve outcomes from 
analysis of political factors (Hanzelková, et al., 2009).  
 
27 
 
Legal factors includes: 
 
 Determination of corporate legislation with a focus on taxation both corporates 
and individuals 
 Alternations to labour code in respect of minimal wage and employment law in 
extension 
 Health and safety act 
 Law on Environmental Protection 
 Antitrust law (Hanzelková, et al., 2009) 
 
2.4.1.3 Economic Factors 
 
It is in the view of Křekovský (2006) that economic factors are influential on companies’ 
strategy based on macroeconomic quadrilateral that includes following indicators: 
 
 Economic growth 
 Unemployment 
 Inflation 
 External economic balance (Křekovský & Vykypěl, 2006) 
 
Turning to Blažková (2007) the section of economic factors shall be also extended with 
following indicators: 
 
 Monetary policy and interest rates 
 Government spending 
 Taxation 
 Exchange rates (Blažková, 2007) 
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2.4.1.4 Political Factors 
 
Křekovský (2006) reports that public sector affects the function of the economy especially 
trough the law enforcement. It affects both supply on the market (the government is the 
largest employer) and demand in form of organizations funded from the state budget and 
distribution of public goods. Unstable situation on the political scene gives companies a 
certain amount of uncertainty in the development. For instance in development of taxation 
and insurance of employees and economic interventions. Inclination to right-wing 
government brings remove of barriers to business while left-wing government may result 
in increased regulation of the business sector by for example increase of corporate taxes. 
Observed indicators of political factors are: 
 
 Political regulation 
 Stability of the government 
 Taxation policy 
 Social welfare policy 
 Foreign trade regulation (Křekovský & Vykypěl, 2006) 
 
2.4.1.5 Technological Factor 
 
It is expressed by Hanzelková (2009) that technological factor has an essential influence 
on further development of the company and its competitive advantage. If the company 
succeed in adoption of current and mainly future development trends it can obtain a 
significant competitive advantage over a long time horizon. Strategic focus technology 
development in terms of the product is highly valuable especially for companies that are 
following the business strategy of differentiation. It is known that customers are willing 
to higher price for competition’s product for a reason that it is technologically advanced 
and therefore the position on the market of those who innovate is strengthen (Hanzelková, 
et al., 2009).  
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Examples of technological indicators: 
 
 New working methods, technology and distribution mechanisms 
 Fast alternation of technology in given space 
 Substitutes that may replace given product for the reason of innovation 
 Energy consumption and energy costs 
 Patents and new discoveries 
 
2.4.2 Porter Five Forces analysis 
 
According to Kotler (2007) the bases of Porter’s Five Forces is a “useful starting point 
for strategic analysis despite of the fact that the profit criteria may not apply”. It is 
significantly important to have sufficient knowledge about the industry where the 
organization operates in order to create a strategy. The factors that influence companies 
within the industry may be extremely various. The authors also recommend to consider 
only those factors that are important for all companies participating within the industry 
(Kotler, et al., 2007). Beside the competition among the existing competitors, Porter’s 
Five Forces model identifies additional four forces that identifies the intensity of 
competition within the industry: bargaining power of buyers, bargaining power of 
supplier, threat of substitutes and threat of new entrants (Porter, 1979). 
 
 
Figure 4: Five Forces Framework (Porter, 2008) 
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2.4.2.1 Rivalry Among Existing Competitors 
 
Porter (2008) observes that the ‘Rivalry Among Existing Competitors’ include several 
competitive forms such as price discounting, introductions of new products, advertising 
campaigns and service improvements. Profitability of whole industry is significantly 
affected when the level of rivalry is high. This fact depends on, firstly, intensity that 
companies are competing with and, secondly, on a basis on which they compete (Porter, 
2008).  
2.4.2.2 Threat of New Entrants 
 
According to Porter (2008) new entrants bring new capacity to an industry. Such entrants 
often possess substantial resources and desire to gain market share (Porter, 2008). It is in 
the view of Johonson et al. (2008) that the existence of entry barriers can limit the number 
of companies in the industry, therefore, this indicator also influences the ‘Rivalry Among 
Existing Competitors’ as well. The work of Johonson indicates that companies that enter 
an existing market affect competitive advantages directly for the reason that the additional 
for the same demand actually decreases a profit of the participants on the market. 
Therefore the lower entry barriers are, the higher threat of new entrants is (Johnson, et 
al., 2008).  
 
It is distinguished by Porter (1979) between six significant barriers to enter the market: 
 
 Economics of scale 
 Product differentiation 
 Capital requirements 
 Cost disadvantages 
 Access to distribution channels 
 Government policy (Porter, 1979) 
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2.4.2.3 Bargaining Power of Suppliers 
 
Increasing prices for goods or services is a threat for companies that are exposed to risk 
of high bargaining power of suppliers. “Powerful suppliers can thereby squeeze 
profitability out of an industry unable to recover cost increases in its own prices” (Porter, 
1979). Different factors are determined as indicators of high bargaining power of 
suppliers. It could be for instance an industry which is dominated by a few companies, 
therefore it is more concentrated than the industry it supplies. Suppliers’ bargaining 
power could be also influenced by the sice of supplier, number of suppliers and the 
availibility of alternative customers (Johnson, et al., 2008). 
 
2.4.2.4 Bargaining Power of Buyers 
 
Porter (2008) observes that this power can be desciribed as the “flip side of powerful 
suppliers” (Porter, 2008). If the buyers possess a significant market power they are able 
to force prices downward, demand better quality or prevail expanded services. These are 
factors that also reduce profitability of the industry. Reference to Slater & Olson (2002) 
reveals that the bargaining power of buyers is related to size of buyers. If the buyers are 
large they are consequently able to switch without significant difficulties to another 
supplier (Slater & Olson, 2002).  
 
2.4.2.5 Threat of Substitute Products or Services 
 
Porter (1979) brings broadest sense in the argument where all competitors within the 
industry compete with other industries that produce substitutes. Substitute products and 
services limit potential profit of the industry by determine a cap for their products or 
services prices (Porter, 1979). The opinion of Johnson et al. (2008) is that the 
identification of substitutes can be defined as a search for services or products that can 
fulfil the same function as the services or products of the considered industry (Johnson, 
et al., 2008). 
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2.4.3 Analysis of Internal Environment – Model 7S 
 
The McKinsey 7S Framework was developed in cooperation by McKinsey partners in 
1980 as a diagnostic tool to recognize seven criteria for successful implementation of 
business strategy. These elements are divided into two categories – hard and soft: 
 Hard elements 
o Strategy – purpose of the business and the way that the company seeks to 
evolve its competitive advantage. 
o Structure – authority for coordination and decision-making which is 
characterised via organization chart. It is also consisted of integration and 
control mechanisms and set of activities. 
o Systems – internal processes supported by integrated systems including 
administration, ICT, marketing, human resources, R&D and others. 
 Soft elements 
o Staff – organization’s personnel with its educational and attitudinal 
characteristics, demographic, skills and competences. 
o Shared values – dominant believes, core values and how these aspects 
influence orientation to customers, shareholders, employees, and society 
in general. Guiding concepts that the organization instils in its members. 
o Style – a type of leadership, management and commitment. Behaviour 
patterns of executive groups and organization as a whole. 
o Skills – differential conceptual, technical and relational capabilities 
represented by key personnel or organization as a whole (Waterman Jr., et 
al., 1980) 
The hard elements shall be simply defined and directly influenced by management of the 
organization. On the contrary the soft elements are more challenging to describe for the 
reason of minor tangibility. For the purpose of internal environment analysis the 7S are 
examined with respect to mutual interdependency. According to Kinney (2007) the 7S’s 
Model is adopted by organizations to enable them to to diagnose and implement business 
strategies (Kinney, 2007). Building on fields of Kaplan (2005) the interdependency and 
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iterconnectedness of the seven aspects is significantly important and useful for 
investigation of success and effectivity of strategy implementation (Kaplan, 2005). 
 
 
Figure 5: McKinsey 7S Model 
2.4.4 SWOT Analysis 
 
According to Zamazalová (2009) the SWOT analysis is an important part of the strategic 
and situational analysis that observes internal and external indicators in order to determine 
alternatives of fundamental strategy. Internal indicators include strengths and 
weaknesses. For external factors the opportunities and threads are analysed (Zamazalová, 
2009). 
 
Example of SWOT indicators defined by Tichá and Hron (2014): 
Strengths 
 Economies of scale 
 Own technology 
 Superior advertising strategy 
 Well-qualified management 
 Goodwill seen by customers 
 Leading market position 
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Weaknesses 
 Obsolete research and development 
 Weak market position 
 Neglected distribution channels 
 High costs in comparison with the competitors 
 Unclear strategic plan 
 Idle capacity 
 
Opportunities 
 Entry to new segments or markets 
 Diversification of the product or service 
 Overcome of market entry berries on foreign markets 
 Faster growth 
 Expansion of product range and further customer satisfaction 
 
Threats 
 Competitive pressure from other manufactures with lower costs 
 Increasing sales of substitutes 
 Higher bargaining power of suppliers or buyers 
 Altering customer needs and preference 
 Insufficient growth (Tichá & Hron, 2014) 
 
 
 As Zamazalová (2009) points out it is recommended to start with external environment 
of the company with analysis of opportunities and threads that come from both macro and 
micro environment. These are factors that the company usually fail to influence, however, 
it is possible to identify and analyse them in order to apply suitable measures to avoid 
those threats and exploit identified opportunities (Zamazalová, 2009). 
 
Analysis of external environment is followed by analysis of internal environment of the 
company – strength and weaknesses. Strengths of the company are analysed in its market 
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position and weaknesses are identified as factors that might be obstacles in further 
development of the company and therefore it is critical to eliminate them. On this bases 
it is necessary that internal and external analysis is conducted with respect of common 
context. Internal environment shall be observed from the view of opportunities and threats 
(Zamazalová, 2009). 
 
Findings from the conducted analysis are further summarize to final SWOT matrix 
(presented in figure 5) where individual strategies pre proposed: 
 
 S-O strategy is using strength factors of the company for evaluation of 
opportunities identified in external environment. For the reason that combination 
of S-O that enables realization of such strategies is very rare in practice this 
quadrant is rather illustrating desired state that the company is trying to achieve. 
 
 W-O strategy is focused on elimination of weaknesses while the opportunities 
are exploited. Common example shall be gain of sufficient sources to exploit the 
opportunity such as acquisitions, venture capital or recruitment of qualified 
workforce. 
 
 S-T strategy could be utilized in the case that the company is powerful enough to 
cope with direct jeopardy and confrontation 
 
 W-T strategy belongs to defensive approach focused on elimination of identified 
weaknesses and avoidance of external threats. The work of Tichá & Hron (2014) 
asserts that companies utilising such strategy are struggling for survival and 
therefore common solutions are fusions, cost reduction, declaration of bankruptcy 
or liquidation of the enterprise. 
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Figure 6: SWOT matrix (Central Knowledge Society, 2012) 
 
2.5 Marketing 
According to Kotler et al. (2007) the marketing is defined as social and managerial 
process in order to satisfy individual or group desires and needs in the process of 
production and exchange of products and values (Kotler, et al., 2007). 
A substantial objective of marketing is to understand needs and desires from market 
environment in order to create products or services that are able to fulfil this needs and 
desires. Furthermore, marketing strives set the production of the company to produce a 
product that possesses a value for the customer. Therefore the business entity has to 
initially discover customer preference in favour of adaption of product and other 
components of the marketing mix (Kotler, et al., 2007). 
2.5.1 Objective Setting 
 
I is in the view of Walker et al. (1998) that sequential to initial analyses (such as PESTL, 
SWOT and others) is a development of the marketing plan. Firstly, the company has to 
set feasible objectives and goals that are desired to reach in order to be able to start a 
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development of the marketing plan. Objectives are rather broad and determine what shall 
be achieved in following period of time (such as improve customer service, increase a 
market share etc.) on the contrary the goals state specifically size and due date of the 
objectives. If the company fails to set goals the marketers have difficulties to find a way 
in which set objectives shall be achieved. Therefore the plan that misses goals is hardly 
expected to be successful. Defined goal including a time frame has to be consistent with 
the strategy of the company. Such typical goals in a commercial organization could be 
for instance an achievement of certain level of profitability that is measured by ROI, 
ROA, ROE, cash flow, marginal contribution and market share (Walker, et al., 1998).  
 
2.5.2 Market Segmentation 
 
Schiffman and Kanuk concludes that the process of the market segmentation can be seen 
as a division of the market into dissimilar customer subgroups that have common needs 
and characteristics. Moreover, one or several segments are chosen in order to be aimed 
by predefined marketing mix. The strategy of segmentation enables companies to avoid 
direct competition on the market by differencing its supply not only by set price but other 
indicators such as packaging, design, distribution and additional services (Schiffman & 
Kanuk, 2009). 
Market segmentation is an initial step in the three-phase strategy. Firstly, the segments 
have to be divided into segment groups in which the business entity has to decide for 
specific segments that the company is going to be focused on. Secondly, the marketing 
mix is determine of each defined segment group and thirdly, the image of the product is 
created for the reason that customers in each segment perceive the product that it fulfil 
their needs in superior way in comparison with competition (Schiffman & Kanuk, 2009). 
 
2.5.2.1 Segmentation Base 
 
The first step of creation of the segmentation strategy is determination of segmentation 
base according which the market is going to be segmented. Research by Schiffman and 
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Kanuk (2009) suggest that market segmentation shall be divided into nine principal 
categories according to customer characteristics: 
 Geographical segmentation: region, size of the city, population density, climate 
 Demographical segmentation: age, gender, marital status, income, education, 
employment 
 Psychological segmentation: needs and motivation, personality, perception, 
learning, attitudes 
 Psychographic segmentation: lifestyle 
 Socio-cultural segmentation: cultures, religions, subcultures, social class 
 Usage-wise segmentation: frequency of use, state of awareness, brand loyalty 
 Usage-condition segmentation: time, purpose, place, person 
 Benefit segmentation: comfort, social acceptance, savings 
 Hybrid segmentation: demographic/psychologic, geodemographic (Schiffman 
& Kanuk, 2009) 
 
2.5.3 Targeting 
 
Kumar (2004) states that the targeting is a decision process in order to designate on which 
market segment the company should be focused on. There are three strategies that the 
company may adopt as follows: 
 Undifferentiated strategy seeks to target all customers with the identical 
marketing mix. 
 Differentiated strategy targets simultaneously several market segments, 
whereby with a different marketing mix at each of them. 
 Concentrated strategy selects only one segment and focuses on a service 
delivered to this segment (Kumar, 2004) 
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2.5.4 Positioning 
 
Determination of positioning of the product is an activity that follows customer 
segmentations where the segments suitable for the specific product has been assigned. 
Positioning gives the customers clear and distinct idea about the product in comparison 
with competitors’ products. The company may consider to apply several significant 
distinguishing features. However, if the positioning is based on too many foctors the 
cusomer might be confused and lose trust to the product. When the company decide for 
desired position further measures must be taken in order to secure that the position of the 
product is communicated to the end customer via properly chosen marketing 
comunication (Kotler, 2014).  
 
2.5.5 Marketing Mix 
 
Kotler et al. (2007) have expressed that the Marketing Mix is an aggregate of strategic 
tools including attributes such as Product, Price, Place and Promotion. Therefore this set 
is generally known as “4P”. These tools are interdepending and it is not possible to look 
at the separately in order to create a coherent marketing strategy (Kotler, et al., 2007).  
 
2.5.5.1 Product 
 
A product offer is an essential activity of every business entity. The product itself could 
be anything that is offered as part of an exchange or sale. It possess various forms such 
as goods, service and an idea. This aspect of the marketing mix also includes design and 
packaging as well as it physical proportions or any additional services included. Therefore 
the product is a combination of numerous elements differentiated from its competitors 
that are crucial for success on the market.  
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The bases of such differentiation can be: 
 Physical differences (features, quality, size, performance, reliability, design, 
packaging, brand name) 
 Availability differences (available on stores, internet, phone orders) 
 Service differences (installation, training, reparation, delivery consultations, 
warranty) 
 Price differences (low price, medium price, high price, extremely high price) 
 Image differences (symbols, atmosphere, media, reputation) (Kotler, et al., 2007) 
 
2.5.5.2 Price 
 
The price is an only element of 4P’s that generates revenue. On the cotrarery oder P’s 
represent a cost structure only. For this reason the companies have a tention to set their 
price policy to the highest level as the differentiation eanables them. The pricing strategy 
does not include the price lists only. Other aspects such as discounts, paument periods, 
allowances, and cedit terms have to be involved. Therefore the pricing policy is a crucial 
issue with many aspect to concider. The company has to concired the impact on volume, 
customer preferences, competitor’s prices, inflation, exchange rates and regulation. 
From marketer’s point of view the price is considerably flexible tool and there is a space 
to alter the prices in operative manner. Fundamental methods of price setting are: 
 Cost-based pricing – using calculation patterns in order to set the price that 
covers total cost of the product and provides sufficient profit margin  
 Competition-based pricing – in the scenario that the company has similar and 
comparable product to its competition the price may be set to the similar level as 
the competition currently possesses 
 Demand-based pricing – the price is set according to estimation sales depending 
price level and its influence toward demand 
 Value-based pricing – this type of pricing is based on value that a customer 
perceive from given product. Initially an estimation of the highest price that the 
buyer would pay for the product is conducted. Furthermore it is recommended to 
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set the final price little under that estimated amount. The actual cost of the product 
might be partly ignored. However, the final price must exceed the full cost of the 
product (Kotler, et al., 2007). 
 
2.5.5.3 Place 
 
According to Kotler et al. (2007) the Place in 4P’s represents a process of distribution of 
the product from the place of production to the point of sale to the customer. An objective 
is to provide the customer with demanded product in the right time, at right place and 
amount of goods that is required. The distribution channels are created to meet these 
requirements. The distribution channel starts at the place of production and ends with 
customer. The space beween those two entities is occupied by intermediaries that drive 
the process to reach the customer. The distribution procces is significanlty comprehensive 
process in the marketing point of view. Following activities are incorporated in 
distribution: 
 Physical distribution – transport, warehousing and inventory management in 
order to enable sellers to fulfil customer (demand) requirements at any time. 
 Shift of ownership – the exchange enables buyers to benefit from desired 
products and services 
 Parallel and supporting activities – promotions, marketing research, 
consultancy etc. (Kotler, et al., 2007) 
In general point of view the distribution is divided in direct and indirect. 
The Direct distribution is the simplest form of distribution where producer sells its 
product directly to the final customer. Using this direct method the producer do not have 
major difficulties with a contact with the customer, therefore, the direct feedback can be 
analysed and further requirements and complains can be dealt. Opposed to indirect 
method the cost of whole distribution is lower. Conversely a disadvantage comes with the 
fact that the company fails to cover a market of the same size as it could with indirect 
method while identical cost of distribution are expected. 
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Indirect Distribution is specific for inclusion of one or several intermediaries that can 
influence product sales in both positive and negative ways. The capacity of distribution 
channel can be significantly strengthen by using intermediaries and ability to cover 
demand on broaden markets can be gained. Moreover, the intermediary takes over the 
burden of relevant customer acquisition and dealing with different habit and legal system 
on foreign markets (Kotler, et al., 2007). 
 
2.5.5.4 Promotion 
  
 The promotion is a communication tool for a purpose to deliver a commercial message 
to the target market. It includes several broad areas such as sales promotion, advertising, 
sales force public relations and direct marketing. There are two alternative strategies that 
the company may use to deliver a message. The push strategy focuses on connections and 
communication among producers, wholesalers and retailers. Producers encourage their 
middlemen and intermediaries to promote their brand and products to the customer. On 
the contrary the push strategy focuses directly on final customers. Producers are 
developing a brand for a product that is demanded by the customer and manage 
communication with the public. Intermediates are therefore influenced indirectly only 
(Kumar & Reinartz, 2012).  
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3 Analysis of the Current Statement 
 
This section includes introduction of the company CCV Information Systems with brief 
insight to its history. Furthermore the current situation is analysed with attention for sales 
and innovation strategy. 
3.1 Company Introduction 
This part is dedicated to introductory of the company CCV Information Systems 
3.1.1 History of the Company 
 
The company CCV Information Systems has been established in 1992 although the first 
written record about CCV (that time as a consortium named a Centre of Computer Vision)   
project in professional periodical dates in 1989. Initially three founders developed a 
software for automation. However, since the business activities were growing a need for 
dealing with accountings raised eventually. For this reason the companions decided to 
develop their own accounting software that covers needs of the new company. It was a 
natural choice to offer that accounting software to general market and for a great surprise 
of the stakeholders this product become commercially the most successful one in 
company’s portfolio. This event actually determined the future course of the company – 
focus on business software solutions.  
The company started implementing an information system Npro specialized on trading 
companies in 1993. The course of the company moves to building material retailers in 
1997 implementing an Enterprice Resource Planning system that enabled customers to 
take advatage of advanced tools that connected accountings, planning and business 
inteligence together in one software. 
The acquisition of the Generis company took place in 1998. By taking over this company 
the CCV expanded its activities with knowledge of Oracle technologies. First projects 
dealing with Electronic Document Interchange (EDI) which is currently the main driver 
of the company started in 1999 and a year later company’s portfolio of business solution 
transited to Navision platform (today known as Microsoft Dynamics). 
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Great milestone in offered services took part in 2001 since when is the company focused 
on Software as a Service platform (SaaS). Such solution brings many advatages such as 
simple implementation and limited initial cost for the customer. 
The eGoverment division has been stablished in 2003. The division is implementing 
portals and registers solutions for governmental organizations on Oracle platform. In the 
same year the first implementation of Warehouse Management System (WMS) has been 
conducted.  
The company has been enjoying fast and successful development in following years 
which is proved by many prizes awarded by professional associations including the Best 
IT Project of the Year 2005, the Diamond Eye for the best product for professionals 
(2008), IT Product of the Year 2010 and The Best Logistics Innovation (2012). 
Today the company is divided into four divisions: CCV eBusiness, CCV Business 
Solutions, CCV eGovernment and internal CCV Innovation and mobile solutions (CCV 
Information Systems, 2015). 
3.1.2 Current Situation 
 
The company possesses three branch offices. The main office is situated in Brno (CCV 
Business Solutions, CCV eGovernment and CCV Innovation and mobile solutions). The 
CCV eBusiness division is situated in Opava and also in Slovakia. 
CCV Information Systems services are used by more than 1500 companies of various 
sizes from the Czech Republic and Slovakia, all of whom are long-term users of CCV 
solutions. CCV is the domestic leader in the field of electronic data interchange. EDI is 
provided as a service and operates using the consolidation centre ORION, which 
transmits millions of electronic documents (EDI) to thousands of counterparties every 
month (CCV Information Systems, 2015). 
3.1.2.1 Scope of the Work 
 
The company provides a comprehensive supply in the development, consultancy and 
implementation of logistics solutions (Warehouse Management System or Inventory 
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Control System) and enterprise information systems (ERP System), their extended 
solutions (CRM, Business Intelligence) and other software applications for designated 
business areas. 
CCV Information Systems specialize in providing solutions for electronic data 
interchange (EDI / B2B). The company operate a clearing (consolidation) centre ORION. 
Complex service for paperless exchange of business and logistics documents are 
provided. Moreover the company develop specialized internet solutions (registries, 
portals, data warehouses), also for the governmental organizations (CCV Information 
Systems, 2015). 
The portfolio includes services as follows: 
 Implementation of information systems, which add value through sector vertical 
integration  
 Provision of EDI services (electronic data interchange) 
 Electronic invoicing (eFaktura, consolidation center e-invoicing) 
 Development and implementation of special Internet applications for government 
administration  
 Systems integration 
 Process management (Business Process Management) 
 Support for IT projects’ funding (CCV Information Systems, 2015) 
 
CCV Information Systems benefits from close partnerships with Microsoft, Motorola and 
Oracle. It works directly with the partners’ development centres. Besides cooperation 
with trade unions, the company is a member of the ICT UNION (formerly the Association 
for Information Society), ČSSI (Czech Society for Systems Integration), an association 
GS1 Czech Republic (formerly EAN CR) and Czech-Slovak initiative ECR (Efficient 
Consumer Response) (CCV Information Systems, 2015). 
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3.1.2.2 Sales Operations 
 
While being specialized in enterprise solutions the company is focused on delivering 
products for companies operating in fields such as food, FMCG, fasteners and 
construction materials. The company enjoys cooperation with external subjects and 
partners regarding to pre-sale activity. Consultation work for accurate identification of 
customer needs is delivered mainly by own specialists. As a part of the partner network 
of suppliers of business solutions Microsoft Dynamics the company cooperates with 
partners (such as AutoCont CZ) in form of subcontracted complete solutions for 
warehouse management systems. 
The sales of products are conducted by not only typical implementation of on-premises 
kind but some of related solutions (such as EDI for logistics) are delivered in form of 
Software as a Service using cloud based principals. 
The company is developing its sales and marketing potential not only for domestic 
market. Some of the products are exported abroad with support of foreign language 
materials, webs, PR and other marketing activities. 
In order to analyse customer needs the company collaborates with its conductors on 
annual satisfaction surveys of all its customers. Moreover, industry oriented research 
projects are conducted on the segment of non-customers usually by telephonic (utilization 
of external call centre) or electronic form – the feedback include utilization of on-line 
social networks. 
 
3.1.2.3 Investment Activity 
 
Development of IT infrastructure is the principal investment activity of the company. This 
can be illustrated by purchase of new servers to offices in Brno and Opava, expansion of 
disk arrays, strengthening of communication networks and hardware to ensure the 
flawless and safe operations of the company with flexible growth. 
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3.1.2.4 Innovations 
 
The company uses several sources to gain innovative incentives that successfully 
combines together. Firstly, there are regular meetings with customers in order to create a 
strategic development plans for the customer on a bases of observations and requirements 
of the client as well as development activities of the CCV development team. Moreover, 
key end-users of CCV solutions are met in order to gain valuable information for 
development and optimization of particular solutions. Furthermore, marketing activities 
of the company regularly monitor needs identified on the market independently on 
customer requirements. The results are reflected in internal activities of the development 
team in the company. 
New emerging trends in the industry and fastening innovation force the company to 
rethink its innovation processes to remain competitive. In order to prioritize innovation a 
new innovation department was established within Business Solutions division mainly in 
order to keep up with quickly growing market of mobile solutions. However, soon after 
it was apparent that such attitude is needed to be integrated whole company and an advent 
of Research and Development division arose. 
 
3.2 Analysis of the Macro Environment of the Company 
The analysis of macro environment of the company includes two partial analyses namely 
SLEPT analysis to examine general influence of business environment where is the 
company operating. The Porter Five Force Model is later utilized to analyse competitive 
forces on the market. 
 
3.2.1 SLEPT Analysis 
To analyse an external environment of the company the SLEPT analysis is conducted in 
following section. The output of the analysis is observed by company as a foundation for 
determination of threads and opportunities arising from external environment of the 
company.  
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3.2.1.1 Social Factors 
 
An ICT sector is significantly depending on highly educated workforce and technically 
capable customers. Considering that IT company usually do not need to purchase 
extremely expensive machinery for its operations the stuff is genuinely the greatest asset 
of the organization.  
Customer-wise it is crucial for the company to observe technical skills of population and 
profanation of specific technologies. The data presented in figure 7 give conclusion that 
computer usage is very high especially within the group of age between 16 to 44. 
However, computer use profanation is dramatically decreasing from the trend within the 
group 55+. This fact is especially challenging for ICT company focused on B2B market. 
Representatives from 55+ group very often possess senior management position in the 
organization and therefore are decision maker in projects such as implementation of new 
technology. 
Usage of mobile phone in overall population in the Czech Republic turned to 96.8% in 
2014. This is a positive trend especially for a company that creates mobile apps. 
Considering the fact that majority of mobile phones sold these days are in the 
“smartphone” category, there is a great space for positive future development. 
Remarkable data can be seen within the group of women on maternity leave where the 
mobile phone profilation reaches significant 100% therefore this is a huge deal of 
opportunity to focus on this niche groups and to develop apps that meet their needs and 
requirements. 
On the contrary usage of tablet devices ended in very insignificant numbers in 2014. As 
it is presented in the data from the table 1, only the youngest groups are adopting this 
technology so far. However, it could be predicted from global trends that percentage of 
tablet usage will increase in following years.  
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Table 1: Individuals using chosen ICT in 2014 (The Czech Statistical Office, 2015) 
 
Retrospectively seen in the figure 7 the usage of personal computer doubled in last decade 
reaching 73% in 2014. Considering the age group profilation from figure 6 it can be 
expected that the increasing trend will continue in following years given by the premise 
that younger population will move to more senior groups which may end up in figure that 
limits close to 100%. 
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Figure 7: Individuals using a computer in age 16+ (data from 2014) (The Czech Statistical 
Office, 2015) 
 
The labour in the Czech Republic is educated and relatively low-cost in comparison with 
Western Europe.  
 
 
3.2.1.2 Legal Factors 
 
Due to common historical roots the Czech legal system belongs to “continental” legal 
system. It is often compared with Germanic legal culture for its certain similarities. 
Fundamental areas of law and procedures are codified. For instance it can be mentioned 
Civil and Criminal Codes, Civil and Administrative Procedure etc. The system of legal 
sources in Czech Republic is hierarchical and it forms a pyramidal structure of legal force 
within the legal system. The legislature is recognized from written sources only. 
CCV as a software house is highly depending on protecting of intellectual property that 
is regulated by Act No. 121/2000 Coll. on Copyright and Rights Related to Copyright. 
Within the ICT industry the public sector is often a customer that represent significant 
portion of the turnover. Thus public contract are regulated by Act No. 137/2006 Coll. 
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3.2.1.3 Economic Factors 
 
An information economics is based on emerging influence of modern information and 
communication technologies (ICT). Effective use of ICT has significant impact on 
development of national economy through increasing its competitiveness and building 
innovative and knowledgeable society. 
Regarding to Index of Economic Freedom the Czech Republic has a score of 72.5 that 
makes the country 24th freest in the 2015 index. I comparison with other 43 countries in 
the European region it ranks 13th and its overall score is superior to the regional and global 
averages (The Heritage Foundation, 2015). 
According to the Czech National Bank the gross domestic profit grows annually at 2.5% 
which is a positive trend started in early 2014 (see Appendix A).  
Situation in unemployment were significantly affected by global economic recession that 
started to influence Czech economy in early 2009. As it is presented in the figure 8 the 
unemployment peaked in February 2010 at 9.2%; since then the annual unemployment 
rate is steadily decreasing till current rate of 6.2% in May 2015. This low unemployment 
rate represents a thread for a CCV in which the major cost component are salaries. 
Increasing demand for high-skilled professionals may cause great competitive forces on 
labour market. The company might be forced to increase salaries to its employees or deal 
with lost of some key employees leaving for competition to reach superior benefits. 
According to the last research of the Czech Statistical Office conducted in 2013 (see 
Appendix C) the average gross income of ICT employee was 42,237 CZK (The Czech 
Statistical Office, 2013) 
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Figure 8: Unemployment rate in % (Kurzy.cz, spol. s r.o., 2015) 
 
The inflation rate since end of 2013 has a minimal rate approaching the level of deflation. 
However, due to regular interventions of the Czech National Bank the inflation rate 
recently held an average of 0.5% (see Appendix D). This factor keeps low interest rates 
on the banking market. The company can take advantage of this situation and realize 
planned investments and projects using capital leveraging from the bank credit. 
 
 
3.2.1.4 Political Factors 
 
The political system in Czech Republic is a parliamentary democracy. The President of 
the Republic is the head of state voted directly by general public since 2012. Functions 
of the president of state are mostly representative, the effective power is acquired by the 
prime minister who is politically responsible to the parliament (the lower chamber). 
The central power of the stated is divided into three classical powers such as legislature 
– the parliament of the republic, consisted of the lower house (the House of 
Representatives) and the upper house (the Senate), executive – the President of the 
Republic and the government as the highest body of the executive force and jurisprudence 
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– general jurisdiction courts (civil and criminal), Constitutional Court and administrative 
courts.  
The Czech Republic is a member of European Union since 2004 and therefore it belongs 
to European single market. Moreover, within the EU donation and subsidy programme 
the private companies are able to join their technological innovation and research program 
with governmental organizations and gain access to European funds. One of such 
institutions based in Brno is for instance South Moravian Innovation Centre that supports 
innovative companies, students, research workers and inventors.  
 
3.2.1.5 Technological Factors 
 
Brno – the city where CCV Information Systems is based is now for extraordinary density 
of technological companies. It is often said that Brno is a Silicon Valley of the Central 
Europe. As it is believed the reason of this uniqueness are local universities that are 
producing significant numbers of well-educated graduates with superior technical skills 
that still do not possess extreme income requirements. Building on this ground plenty of 
technological companies are building their branches in the city. For instance the Red Hat 
which built its largest research and development centre just in Brno. Other companies 
such as IBM, Kentico software and FEI could be mentioned.  
Another important sector is production of antivirus software. As it is projected in the 
figure 9 Czech companies (AVG, Avast) play an important role within the industry.  
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Figure 9: Czech antivirus vendors in comparison with global players ( Association for 
Foreign Investment, 2013) 
 
The company CCV Information Systems gives a priority to mobile business within its 
innovation strategy. The services offered usually works as Software as a Service solution 
(SaaS) therefore the user has to possess permanent connection to the internet network. 
The data in the figure 10 projects a number of Czech citizens older 16 year that use mobile 
phone with an internet connection. The trend from recent years is a dramatic increase 
from 4% in 2010 up to 29% in 2014 and it can be only expected that this trend of fast 
growth will only continue. The reason for this phenomenon is also the fact that mobile 
carriers have been recently heavily investing in 4G mobile networks that increases user 
comfort and usability. 
 
Figure 10: Number of mobile internet users (The Czech Statistical Office, 2015) 
55 
 
3.2.2 Porter Five Force Model 
 
For proper understanding of the competitive forces within the IT industry in the Czech 
Republic the Porter Five Forces Model is used. 
 
3.2.2.1 Rivalry Among Existing Competitors (CONFIDENTIAL) 
 
3.2.2.2 Bargaining Power of Suppliers (CONFIDENTIAL) 
 
3.2.2.3 Bargaining Power of Buyers (CONFIDENTIAL) 
 
3.2.2.4 Threat of Substitutes (CONFIDENTIAL) 
 
3.2.2.5 Threat of New Entrants CONFIDENTIAL) 
 
3.2.2.6 Summary of Porter Five Forces model (CONFIDENTIAL) 
 
3.3 Analysis of the Micro Environment of the company 
To examine the micro environment of the company McKinsey 7S Model is utilized. 
Furthermore, a marketing mix of the company is analysed by 4P model. 
3.3.1 McKinsey 7S Model 
 
After examination of external environment of the company it is proceeded to the internal 
organizational analysis. Namely McKinsey 7S Framework is used to monitor internal 
situation of CCV Information Systems. 
3.3.1.1 Strategy (CONFIDENTIAL) 
3.3.1.2 Structure (CONFIDENTIAL) 
3.3.1.3 Systems (CONFIDENTIAL) 
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3.3.1.4 Staff (CONFIDENTIAL) 
 
3.3.1.5 Style (CONFIDENTIAL) 
 
3.3.1.6 Skills (CONFIDENTIAL) 
 
3.3.1.7 Shared Values (CONFIDENTIAL) 
 
3.3.2 Analysis of the Marketing Mix (CONFIDENTIAL) 
 
3.3.2.1 Product (CONFIDENTIAL) 
 
 
3.3.2.2 Price (CONFIDENTIAL) 
 
 
3.3.2.3 Place (CONFIDENTIAL) 
3.3.2.4 Promotion (CONFIDENTIAL) 
 
3.3.3 Internal Analysis of Research and Development Division (CONFIDENTIAL) 
 
3.3.4 Analysis of Essential Financial Indicators of the Company 
(CONFIDENTIAL) 
 
 
 
3.4 SWOT Analysis of the Company (CONFIDENTIAL) 
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4 Investment Project Proposal, including Economical 
Evaluation (CONFIDENTIAL) 
 
5 Conclusion 
 
The author of this thesis were dealing with the aim of business development of chosen 
company CCV Information Systems where he is currently working as a Development and 
Innovation Specialist. The company is has considerably long tradition on the Czech 
market being established in 1992. Since that time the organization experience turbulent 
development which resulted transformation from small native software house to respected 
implementation company with high value added operating on many fields of IT industry. 
It is a matter of fact that the most successful IT companies that emerged in recent decade 
were very often a small “garage” startups with extremely limited funding and access to 
resources. However, it is proven by time that despite of enormous failure rate such 
startups could evolve to major global companies with defining influence on whole sector 
and consequently human lives. The strategic objective of CCV Information System is to 
establish an internal startup incubator that is going to produce successful startup ideas and 
realize them on the global market. The moto of the incubator represented by Research 
and Development division is “fail fast – succeed faster” which correspond to processes 
that this division is utilizing: via series of experiments promptly identify needs and 
problems that customers possess and create a solution that the customers are willing to 
pay for.  
Secondary aim of the paper was to analyse current statement of the company. Coherent 
analyses of both external and internal environment of the company enabled author to 
identify major strengths and weaknesses of the company’s position along with threats and 
opportunities that are faced. Regarding to this findings the author propose further growth 
strategy in order to exploit many opportunities that have been identified while protective 
measures are taken to limit impact of company’s weakness. 
To propose actions for development of the company’s business activities the author builds 
on analytical outcomes and more than 300 hours research and experiments that have been 
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conducted in real business environment to achieve superior accuracy and applicability of 
presented solutions. First proposed service that moves a position of company from 
provider that simply deliver electronic documents among entities to important business 
partner shall be important milestone of the organization. The financial analysis attached 
to the proposal proves high profitability and open new spaces for further innovation. 
As form factor of information and communication technology is changing during time 
the customers’ attitudes towards technology used for business operations are changing as 
well. While “mobile first” trend is redefining the way that people work with devices the 
CCV Information Systems has to stand the ground and offer such technologies to the 
customer in very initial stage. The second proposal of creating mobile application for 
management may seem at the firs look profit-wise insignificant. However, it is proven 
that customers are expecting such solutions and it is predicted that mobile solutions of 
current product and services will shift from “nice-to-have” to “must have” very soon. The 
company has to be prepared for that. 
Building on fields of argumentations presented in this paper the author is confident that 
proposed solutions will take part in practise. Initial measures have been already taken and 
proposed services shall be launched to the market in fourth quarter of 2015. Thereby the 
author considers objectives of this thesis fulfilled. 
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Statistical Office, 2013) 
 
 
 
 
 
 
66 
 
Appendix D 
 
 
Figure 14: Inflation rate and its development in the Czech Republic (Kurzy.cz, spol. s r.o., 
2015) 
 
Appendix E 
 
The call script for the exploration within ORION Mobile project 
(Czech only) 
 
TOP 3 learning goals: 
- jaké informace chtějí z ORIONu získávat přes telefon/ tablet? 
- potřebují vědět informace z ORIONu, když jsou mimo počítač 
- používají webové rozhraní ORION, nikoli přes svoje ERP 
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Dobrý den, ……….., CCV Informační systémy, poskytujeme Vám službu ORION pro 
výměnu elektronických dokladů s obchodními partnery. Znáte ORION EDI? 
Mám v CCV na starosti rozvoj a inovace, aktuálně řešíme, jak zákazníkům zvýšit 
uživatelský komfort a zefektivnit práci s ORIONem. Máte chvilku se o tomto pobavit? 
Pouze pokud s ORIONem nepracuje: 
Čí kompetence je práce s ORIONem? Kdo je u Vás za toto zodpovědný? Na koho bych 
se měl obrátit? Jakou funkci vykonává?  
 
 
Na začátek bych si rád jen upřesnil, zda se v <název společnosti> zabýváte  
primárně vedením firmy, obchodem,  
logistikou   
nebo fakturací?  
 
 
Pracuje s ORIONEM? 
 
Z jakého důvodu nejčastěji navštěvujete aplikaci ORION?  Jaké informace nejčastěji 
potřebujete? Proč? 
 
Stalo se Vám, že jste tyto informace (doplnit) potřeboval a nebyl jste zrovna u počítače? 
O jaké údaje konkrétně šlo? V jaké to bylo situaci? Jak často se Vám to stává? 
 
Řeší objednávky?nebo ho zajímají nové objednávky? 
P1: Kdy naposledy jste kontroloval stav objednávek od obchodních řetězců? Na co 
konkrétně jste se u objednávek díval? Bylo pro Vás jednoduché tyto informace najít? Kde 
jste je hledal? 
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P1: Dostal jste se někdy do takové situace, že jste toto potřeboval a nebyl jste zrovna u 
počítače? Kdy naposledy?  Jak jste toto řešil?  
 
 
Řeší faktury?nebo ho zajímají stavy faktur? 
P2: Kdy naposledy jste kontroloval stav faktur od obchodních řetězců? Na co konkrétně 
jste se u faktur díval? Bylo pro Vás jednoduché tyto informace najít? Kde jste je hledal? 
 
Např. co jsem nevyfakturoval? (P2) 
Např. neakceptované, chybné, připomínka faktury? (P5) 
 
P2: Dostal jste se někdy do takové situace, že jste toto potřeboval a nebyl jste zrovna u 
počítače? Kdy naposledy?  Jak jste toto řešil?  
 
Využívá nebo je zajímavé být informován? 
Máte nastaveno zasílání notifikací o nových objednávkách / stavu faktur / dodacích listů 
na e-mail? Jakých?  Je něco, co Vám na těchto notifikacích vadí?  
 
Když vám přijde notifikace, je pro Vás pracné dohledat si čeho se přesně notifikace 
týká? Stalo se Vám, že jste někdy notifikaci přehlédl? Jak moc velký problém to byl? 
 
Řeší objednávky? Co dál dělá? 
Jakmile zjistíte, že máte novou objednávku, co je další krok? Jak dále postupujete? 
 
 
se pouze obchodu a vedení: 
Jaké informace si připravujete na jednání s nákupčím? Využíváte pro jejich získání 
ORION (P4) ? Proč?  
Např. potřebuji znát odběrná místa v okolí? (P3) 
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Ptáme se pouze logistiků: 
Kdy naposledy jste měli problém stihnout připravit zboží k expedici? Jak často se to 
stává? Co většinou trvá nejdéle? 
Např. potřebuji info co jsem vyexpedoval (P6)? 
 
Ptáme se pouze logistiků: 
Jakou způsobem evidujete odběrná místa odběratelů? Jsou pro Vás tyto informace 
důležité? Proč? (P3)  
Např. potřebuji znát odběrná místa v okolí? (P3) 
 
 
P1: Chci vědět o nových objednávkách a jejich stav (když nejsem u počítače). 
 
P1.1: Které objednávky jsem nevykryl 
 
P2: chci znát, co jsem nevyfakturoval 
 
P3: chci najít odběrná místa v blízkosti 
 
P4: chci být připraven na schůzku s odběratelem-nákupčím 
 
P5: chci znát, které FA jsou neakceptované, chybné, odmítnuté 
 
P6: chci mít info o zboží, které se expedovalo (dodací listy). 
 
 
 
Používáte pracovně mobilní zařízení s připojením na internet? 
Máte firemní e-mail na tomto zařízení? 
 
Jaké další aplikace využíváte pro pracovní účely? 
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Díval jste se na web ORIONu přes mobilní zařízení? V jaké situaci to bylo? 
 
Jaký report nebo výstup si z ORIONu nejčastěji připravujete? Proč? K čemu ho pak 
používáte? Kdy naposledy? Jak často si jej děláte? 
 
Potřeboval jste někdy sdílet údaje z ORIONu s někým dalším? Jaké, s kým? Kdy 
naposledy? 
 
Je něco dalšího co musíte u objednávek, faktur nebo dodacích listů a dalších dokladů 
s obchodními řetězci aktuálně řešit?  Jaké podklady k tomu potřebujete? 
 
PITCH: 
Moc děkuji za informace, pane / paní ptám se z toho důvodu, protože právě se zabýváme 
využitím ORIONu v mobilních telefonech a tabletech. Chcete být informován, až bude 
mobilní aplikace pro ORION k dispozici?  
 
Budeme spouštět zcela novou verzi aplikace ORION, velmi by nás zajímal Váš názor 
ještě před oficiálním uvedením. Můžu Vám dát přístup do této nové verze, pokud se 
domluvíme na cca půl hodinové schůzce, kde společně tuto novou verzi projdeme, zda je 
pro Vás vyhovující?  
 
Nový ORION, předat link před schůzkou:  Orion.ccv.cz 
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